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Goals are Overarching Benefits for Society  
GOAL 1:  
 

Objectives Baseline Data  
Identified Need 
(Risk Factor) 

Inputs 
Resources, 

Collaborations, 
Planning 

Activities 
Element(s)/ 

Components  
Schedule / Scope 

Outputs 
(Quantifiable, 
Qualifiable, 

Deliverable items) 

Short-Term Outcomes 
Including Evaluation 

activity/ measurement 

Long-Term 
Outcomes 

Long range- 
generally  the 

cumulative effect of 
short-term outcomes 

 1.1  
What do we want to 
achieve for target 
population.  
Measurable, tangible 

      

1.2 
 
 
 

      

1.3 
 
 
 

      

1.4 
 
 
 
 

      

1.5 
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GOAL 2 
 

Objectives Baseline Data  
Identified Need 
(Risk Factor) 

Inputs 
Resources, 

Collaborations, 
Planning 

Activities 
Element(s)/ 

Components  
Schedule / Scope 

Outputs 
(Quantifiable, 
Qualifiable, 

Deliverable items) 

Short-Term Outcomes 
Including Evaluation 

activity/ measurement 

Long-Term 
Outcomes 

Long range- 
generally  the 

cumulative effect of 
short-term outcomes 

 2.1  
What do we want to 
achieve for target 
population.  
Measurable, tangible 

      

2.2 
 
 
 

      

2.3 
 
 
 

      

2.4 
 
 
 
 

      

2.5 
 
 
 
 

      

 


